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HIGHLIGHTS OF AUGUST DIRECT MAIL NEWS 


_| BE SURE TO MARK YOUR CAL- 
ENDAR FOR OCTOBER 15, 
1943 ... and if you are any place 
in the immediate New York area, 
plan to attend the One Day War: 
time Conference of the Direct Mail 
Advertising Association and the 
Graphic Arts Victory Committee. It 
will be held in the Hotel Roosevelt 
and will start promptly at 9:45 A. M. 
Richard Messner is Chairman of the 
Arrangements Committee, just as 
he was for the successful affair in 
1942. It will be a hard-hitting pro- 
gram... covering in one day’s time 
the Industrial Direct Mail and Print- 
ed Promotion picture; What’s Ahead 
in Materials, Supplies, Services and 
Techniques; a Mail Order Round 
Table; a bang-up luncheon program 
with awards to the Fifty Leaders 
and an outstanding speaker on 
“What’s Ahead When the Shooting 
Stops”; a Graphic Arts Round Table: 
a Direct Mail Clinic; a Question and 
Answer Period; and the Annual Busi- 
ness Meeting of the DMAA. You 
will receive bulletins by mail an- 
nouncing the detailed program. 


_JIF YOU WANT TO UNDER- 
STAND ... in clear-cut language 
and illustration .. . the difference 
between letterpress, gravure, lithog- 
raphy or offset printing ... you 
might like to see the little 5%” x 
84%”, 8-page booklet issued by the 
Amalgamated Lithographers of 
America, 450 Seventh Avenue, New 
York. According to Mr. William J. 
Riehl, President of Amalgamated, 
“this information is being offered 
solely for clarification of the facts.” 
We found the booklet very informa- 
tive .. . and very well done. 


TAKE TIME OUT... as quickly 
as possible to read the article which 
Starts on page 3... “A Letter to 
Two Friends.” When we printed 
the article last month “So You Don’t 
Believe It!” after several months 
of preparation, we thought that blast 
might be sufficient for the time be- 
ing, and we intended to turn to 
other subjects. However, there have 
been too many repercussions to re- 
main silent. 


so we are giving you our de- 
tailed answer to the complaints re- 
ceived on one specific case. We 
beheve the answer is worth read- 
ing .. . if for no other purpose 
than to prove that we do have the 
facts on any misuse of the mail re- 
ported in this magazine. 


We also want to emphasize that 
The Reporter is not susceptible to 
pressure ... either direct or indi- 
rect. In the case discussed starting 
on page 3, the pressure was friendly 
and we consider it so. 
have not been so friendly. 


We will continue to tell the truth 
. aS we see it. 
H. H. 


_}\THE JULY 1943 ISSUE OF 
“WESTERN ADVERTISING” was 
turned into a special “Convention- 
in-Print” issue . . covering the 
Pacific Coast Regional Meeting of 
the National Industrial Advertisers 
Association. The theme was “What 
Industrial Advertising Men Are Do- 
ing in the War Effort.” We under- 
stand that the publishers have al- 
ready been thanked by the Office 
of Defense Transportation for co- 
operating in the campaign to reduce 
travel, so our words of praise are 
Slightly superfluous. 


Other cases 


_|IF YOU WANT TO HELP in. the 
Third War Loan Drive, and you have 
a Postage Meter Machine, you can 
get an attractive metering ad design 
reading, “Back the Attack! Buy 


War Bonds” to put on your meter-,. 


ing machine. 
& 


_] ANOTHER VOL. I, NO. 1. We 
received during the month, the first 
few issues of “The Clarke Aero- 
Gram,” a new 4-page, 9” x 12” pub- 
lication issued monthly by Clarke 
Aero-Hydraulics, Inc., 51 East Wal- 
nut Street, Pasadena, Calif. Jim 
Goodsell, Editor. Its purpose is te 
promote good-fellowship and co- 
operation among employes and 
friends. It is newsy in style and 
Should do plenty on the morale- 
building line. 


[J THE UNITED TYPOTHETAE 
will not hold its customary Three 
Day Convention this year, but will 
have a joint meeting of the Asso- 
ciation’s Board and Member Dele- 
gates at Indianapolis, Indiana, on 
November 3 and 4. Meeting will 
be stripped of the usual convention 
special attractions and will be 
streamlined for important business 
only. 


Many Associations are gearing 
their Annual Meetings to the war 
emergency. We would like to see 
some of them go a step further by 
following up the special shortened 
and limited attendance program... 
with a bang-up Convention-by- Mail. 
It could be done easily . . . with the 
special meeting furnishing most of 
the mail program material. Has 
anyone tried it? 
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The hunt for practical perfection in printing papers we have built into these papers the essential qualities 
leads unswervingly to the mill-brand products that insure complete satisfaction with end results. 
produced at Northwest. Commercial use over a As a matter of policy, no effort has been too great 
wide span of years, and for countless purposes, or betterment too small to escape incorporation 
has demonstrated Northwest Pedigreed Papers into Northwest's products in order that our mill- 
have “‘what it takes’ for precision printing. In close brands may be justifiably recognized as the stand- | 
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A LETTER TO TWO FRIENDS 





Explanation 


Since the appearance of “So 
You Don’t Believe It!” in the July 
Reporter we have received let- 
ters, phone calls and “visits” ... 
urging us to be careful about 
what we say about disruptive 
propaganda in the mails. Friends 
have been approached .. . with 
suggestions that pressure should 
be applied to prevent The Re- 
porter from continuing attacks on 
propaganda. 


It’s an old story ... this sup- 
pression technique! 


But among the letters were two 
similar documents from ... two 
of our best friends in the Direct 
Mail business. One was from a 
most reputable printer, the other 
from one of the authorities on 
mail selling. Both letters were 


friendly but firm in censuring us 
for including Destiny Magazine 
as No. 13 in the list of current 
voices of disruption . . . the hate 
sheets which through the mails 
try to divide and conquer us. 


One letter reads: “I think you 
should get your facts straight be- 
fore taking somebody’s word for 
the fact that Destiny is not a 
reputable publication (then the 
writer gives ‘facts’).” 


The other letter denies that 
Destiny is Isolationist, Anti-Brit- 
ish, un-American or Anti-Sem- 
itic. It describes the religious 
background and policies of Des- 
tiny. The writer entered a sub- 
scription for Destiny in my name 
and sent a copy of the book 
“Judah’s Sceptre and Joseph’s 
Birthright,” by J. H. Allen (writ- 
ten in 1902, and a Destiny “Bible”’) 


so that I could study ... and 
be convinced. 


I was invited to come to Boston 
to meet the publishers of Destiny 
so that I could “straighten out 
the facts.” To both friends I wrote 
that I would read and investigate 
—and report later. 


Because of the importance of 
this case as it affects (1) the use 
of the mail and (2) the security 
of our country ... I am letting 
all readers of The Reporter see 
the report I have sent to my 
friends. I withhold their names 
because I am convinced that they 
are innocent victims (along with 
thousands of others) of a dis- 
ruptive scheme. I do not want 
their names involved in a mess 
which may become more of a mess 
in the months to come. 

H. H. 











Dear Friends: 


Thank you for requesting a fur- 
ther study of charges that Destiny 
Magazine is one of the links in the 
chain of Nazi-Fascist inspired prop- 
aganda in the United States. 


You have a perfect right to ques- 
tion me—and I admire you for com- 
ing frankly out in the open without 
resorting to the customary back- 
stabbing. We need this kind of 
friendly discussion . . . if democracy 
is to survive. 


Without your urging, I would not 
have had the energy to wade through 
the reams of manuscripts, docu- 
ments, magazines, books (and inter- 
views) during the past week. 


Before publishing any attack on 
the misuse of the mail, I always 
made a thorough investigation ... 
as George Sylvester Viereck, George 
Hill, Ernst Schmitz, Ham Fish, Sen- 
ator Wheeler and others well know 
by this time. 


In the case of “So You Don’t 


THE REPORTER 


Believe It” the same careful inves- 
tigation was made. I was sure of 
my facts but checked them with at 
least twelve others. I promised both 
of you that I would read your evi- 
dence ... and compare it carefully 
again with evidence available to me. 
That job has been completed and 
this is my report. We should, how- 
ever, agree on two preliminary 
points. 


First: Let us mutually agree 
that I am not selecting subjects for 
attack just for the fun of it. Let 
us agree that the revelations in 
The Reporter have proven that we 
knew and know of a plot to divide 
the thinking of the people in this 
country by disruptive printed ma- 
terial sent through the mail or dis- 
tributed by other channels. Let us 
agree on the point that the Nazi- 
Fascist plan to disrupt and weaken 
this country was based on the simple 
scheme of getting us (through in- 
flammatory propaganda) to fighting 
among ourselves— people against 
government; poor against rich; col- 


ored against. white; youth against 
elders; Protestants against Catho- 
lics; Gentiles against Jews; South 
against North; native born against 
foreign born; Conservatives against 
Liberals, etc., etc., and vice versa. 


If we cannot agree on those points, 
then we cannot agree on anything 
pertaining to the subject. The facts 
concerning the scheme were proved 
in Federal Court during the trial 
which resulted in the conviction of 
George Sylvester Viereck, the Nazi 
agent. 


Second: I will not argue with you 
on your religious beliefs. That would 
be folly. You are entitled to your 
beliefs as I am to mine. But I re- 
serve the right to condemn any 
group which uses religion as a mask 
to cover undemocratic activities. My 
report to you will touch only lightly 
on “religion” and will confine itself 
mostly to (a) The Anglo-Saxon Fed- 
eration, (b) The backers of Destiny, 
and (c) Destiny itself. 


(REPORT CONTINUES) 
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A Report On Destiny And The Anglo-Saxon Federation 


“Judah’s Sceptre and 
Joseph’s Birthright” 


Since this book is one of the 
“Bibles” of the Anglo-Saxon Fed- 
eration, I read it carefully. I think 
I understand what it tries to prove. 
Briefly, that God made an accurately 
reported, word-by-word interpreta- 
ble covenant with Abraham 
promising that Abraham’s_ seed 
(made possible by the covenant) 
would inherit the earth, would rule 
many nations; that the Jewish peo- 
ple as we know them today were 
the offspring of an illegitimate rela- 
tion between Abraham and the hand- 
maiden of Sarah who begot Isaac 
who by the covenant became the 
forefather of all the Anglo-Saxon- 
Celtic “Chosen People,”—lIsrael. The 
true Israelite is therefore the master 
race, ordained to rule the earth with 


the help of the more unfortunate 
servants resulting from Abraham’s 
indiscretions with Hagar, Sarah’s 
servant who begot Ishmael. Rev- 
erend Allen uses most of his 377 
page book to prove that the chosen 
people, the master race, can fore- 
tell every event in history by a lit- 
eral interpretation of the prophesies 
in the Bible. 


Nowhere throughout the book 
could I find any clue as to how the 
exact words of God, spoken to 
Abraham (or Abram) reportedly 
some 2800 years before Christ and 
finally collected in written form 
some thousands of years later, would 
be word-for-word accurate. But that 
is a question of religious belief. 


I do not believe the claims made 
by the Reverend Allen for race su- 
periority. You have a right to be- 
lieve them. It all.sounds strangely 
familiar .. . chosen people, a master 
race to rule the nations and the 
world ... bastard Jews... planning 
the future by the occult . . . moves 
made by mystic foresight. Nowhere 
the precept of Christianity “Love thy 
neighbor.” Throughout, “Hate thy 
neighbor.” We are the master race! 
I cannot say more... for I fee’ the 
chill of biting winds howling over 
the cliffs of Berchtesgaden. 


4. 





What We Said About 
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In July Issue of THE REPORTER 
Of Direct Mail Advertising 


(Summarizing the current crop of 
un-American mailings and their backers.) 


13. Destiny: This is the organ of 
the Anglo-Saxon Federation and 
is edited by Howard B. Rand. 
“Destiny” magazine is an expensive, 
slick-paper job. (Sad to say, it’s 
printed by one of the most respected 
printers in the U. S. A.) Its thesis, 
which is alleged to be based on Bib- 
lical prophecy, is that the Jews are 
not* Israelites; that the Anglo- 
Saxons are the true Israelites and 
God’s Chosen People; that Christ 
was not a Jew but an Israelite, that 
all Christ’s disciples—except Judas, 
who was a Jew—were Israelites. 
“Destiny” argues that the Israel- 
ites moved out of Greece, and 
Greece fell; moved out of Rome, 
and Rome fell; and then migrated 
to Britain and the United States. 
The magazine’s latest revelation is 
that the Communists were the 
cause of the recent race riots; that 
Communists have been trying to 
raise the Negro to the White strata 
of society, while God has ordained 
that the black man shall look to the 
White in all matters of responsibil- 
ity, economics, government, etc., 
etc. (So “Destiny” argues.) 


Despite the fact that “Destiny” 
claims the British to be Anglo- 
Saxon too, Rand's organization and 
publication have been bitterly anti- 
British and isolationist for years. 


Until recently William J. Came- 
ron of Henry Ford’s Sunday Eve- 
ning Hour and one of the authors 
of Henry Ford’s series of articles 
on the “International Jew,” was 
associated openly and actively with 
“Destiny” and the Anglo-Saxon 
Federation. 





*We should have inserted ‘‘the only’’. 





The Anglo-Saxon Federation 


Howard B. Rand (Editor of Des- 
tiny) is the Commissioner of the 
Anglo-Saxon Federation. His home 
and present office is located at 22 
Summit Avenue, Haverhill, Mass. 


The Anglo-Saxon Federation came 
into being about 1927—right after 
Henry Ford apologized for and dis- 
claimed “The International Jew” and 
stopped publication of the Dearborn 
Independent, edited by Wm. J. Cam- 
eron ... the real author of “The 
International Jew.” 


Cameron became the first Presi- 
dent of the Anglo-Saxon Federation 
and started Destiny Magazine ... 
which took up where the Dearborn 
Independent left off. 


After a few years, A. P. Knoblock 
(others followed) became President, 
but Cameron was retained as “Chair- 
man of the Publications Committee.” 
One of the jobs of his “Committee”’ 
was to encourage the distribution of 
the forged “Protocols of Zion” (one 
of the most vicious libels ever ex- 
ploited by the Nazis). I have seen 
printed copies of the “Protocols” 
which were purchased in office of 
ASF and rubber stamped with their 
name. 


Howard Rand, in an authenticated 
interview, claims that the Anglo- 
Saxon Federation is an offshoot of 
the Anglo-Israel Federation in Eng- 
land, but “they changed the name 
because Americans might not stom- 
ach the wording “Anglo-Israel.” 


The Anglo-Saxon Federation print- 
ed and exploited Hitler-loving Gen. 
George Van Horn Moseley’s vicious 
pro-Nazi attack on the Jews. It 
printed and still distributes William 
Cameron’s leaflet “Was Jesus a 
Jew?” 


The Anglo-Saxon Federation also 
distributed propaganda issued by 
Winrod, Edmundson and _ other 
trouble makers (now under indict- 
ment . .. and themselves publish- 
ers of pro-Nazi hate sheets). 


When publicity began to focus 
on the ASF, the office was quietly 
“moved out of Detroit to the incon- 
spicuous home address in Haverhill, 
Mass. But Editor Rand spent much 
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of his time going to and coming 
from Detroit. 


The most active “branch” office of 
the Anglo-Saxon Federation is lo- 
cated in the McCormack Building at 
332 South Michigan Boulevard, Chi- 
cago, Ill. It is in charge of S. 
A. Ackley who was or is connected 
with most of the pro-Nazi and anti- 
Semitic groups in that area. He 
was active in The America First 
Committee. Ackley’s son who works 
there has a reputation of being a 
violent anti-Semite. Ackley himself 
is an ardent “Anglo-Saxon Israelite” 
and bases his predictions on “the 
pyramids.” He predicted, in an au- 
thenticated interview that there 
would be no election in 1940 and 
later that the 1940 election would 
be the last “a la New York Daily 
News.” He knows Lizzie Dilling and 
has displayed in his office copies of 
Joe Kamp’s disruptive “Fifth Col- 
umn in Washington,” together with 
reprints of the speeches of the 
former Nazi-loving Congressman 
Jake Thorkleson. 


Ackley and the Chicago Anglo- 
Saxon Federation hold many meet- 
ings (some super-secret). We can- 
not reveal all that we know about 
these meetings but here are samples: 


a. At one, Dr. John H. Dequer de- 
livered an_ enthusiastically-received 
talk which was viciously pro-Hitler, 
pro-Nazi and anti-Semitic. 


b. At another ASF meeting, a 
speaker claimed that “the whole 
Chinese People was Jewish.” 


c. At another meeting, a speaker 
stated “when you go to hospitals and 
take the blood of Jews and analyze it, 
you always find all kinds of blood 
streams, from Mongolian to Ethio- 
pian.” 

d. Ata meeting of the New England 
Chapter of the Anglo-Saxon Federa- 
tion on March 21, 22, 1942, Editor and 
Executive-Secretary Rand predicted 
that China and Russia would split with 
our Allies before the end of 1942. He 
called for an immediate peace and 
urged his listeners to use pressure to 
that end on their Congressmen. 


e. I have intimate knowledge of the 
meetings held by the Anglo-Saxon 
Federation in Chicago on January 18, 
1943 and February 2, 1943. At both 
the general tone was: 

1. Deride the government. 

2. Abuse the Jews. 


Ackley, the friend of _ indicted 
Sanctuary, Kullgren and Hudson was 
prominently present. 


Is that enough for now about the 
Anglo-Saxon Federation? Are they 
helping the war effort? 
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About the Editor of Destiny 


Howard Rand is Editor of Destiny 
and Executive-Secretary of the An- 
glo-Saxon Federation. He is a smooth 
promoter. In the words of a reli- 
able interviewer, “He works hard 
at being friendly—but there is an 
unmistakable air of phoneyness 
about his blatant good fellowship. 
One gets the impression that he 
doesn’t like people very much.” 


In an authenticated interview on 
August 25, 1941, he, among other 
things . 


a. Foresaw the doom of Democracy. 


b. Swore to the accuracy of the 
Protocols of Zion and said he knew of 
a Jew who knew the actual author. 


c. Claimed that Haverhill is bank- 
rupt on account of the Jews. 


d. Praised Lizzie Dilling, the in- 
dicted crackpot from Chicago. 


e. Defined Democracy as “nothing 
more than mob rule which Jews 
foisted on Christians.””’ He said “It is 
doomed.” 


f. Said that the Jews were of the 
tribe of Judah, “a discredited bastard 
tribe.” 


g. Praised the late and unlamented 
“Scribner’s Commentator”. 


h. Denied Cameron still connected 
with “Destiny” but admitted “his in- 
terest.” 


i. Made this amazing statement— 
“everyone knows that all subversive 
organizations are led by Jews. Jews 
are seeking to destroy our Constitu- 
tion. If they do not stop this country 
will witness the most violent pogroms 
in the history of the world.” 


On Rand’s desk during the inter- 
view was a copy of “Roll-Call”— 
the sheet published by Wm. Dedley 
Pelley (now in jail for sedition). 


In another interview, Rand ad- 
mitted that Destiny was formerly 
published “out at Dearborn” . . 
in the office of Wm. J. Cameron. 


On September 16, 1941, Rand wrote 
to John Carlson, author of “Under 
Cover’’—- 


“Dear Mr. Pagnanelli: 
(Under Cover name) 


Naturally, it is impossible for me to 
be very enthusiastic over any all-out 
aid to Britain when 1 happen to know, 
as you probably do, that one of the 
objects of those in power today is to 
use this for the purpose of taking over 
America and regimenting our people 
according to a plan that they hope 
will continue to be in effect after the 
war is over.” 


The Reverend Carlton N. Jones, 
Minister of the Episcopalian Church 
in Haverhill, Mass., made a public 
statement that Rand and Destiny 
were “Dictatorial” in purpose, and 
that the Anglo-Saxon-Destiny set- 
up was “the most subtle, anti- 
Church, anti-Christian, anti-Demo- 
cratic, anti-Semitic Fifth Column 
movement in the United States to- 
day.” 


Rand called the Reverend Jones 
and threatened to sue for libel. Suit 
was never instituted. 


Does that summary clarify the 
policies of Destiny’s Editor? 


Now About Destiny 


Destiny is the official publication 
of the Anglo-Saxon Federation. It 
says so on the letterhead of the 
Federation. In 1937 the cover of 
Destiny carried the Anglo-Saxon la- 
bel—but later on the label was 
moved back under the second class 
notice. Destiny is a slick paper job, 
36 inside pages, 9” x12”, plus an 
expensive four color cover. Sells 
for $3.00 per year. No advertising 
... and couldn’t possibly “pay out” 
on that basis. 


The circulation appeal folders are 
likewise expensively produced. The 
magazine, although carrying no paid 
advertising, advertises innumerable 
“house” books. It looks dignified, 
impressive, solid and substantial. 


I have examined the issues of the 
past three years. Here are just a 
few notes: 


January 1941: Article titled ‘The 
Last Revolution” by Frederick Haber- 
man announces that on the basis of 
Scriptures ... Capitalism and Democ- 
racy are dead, to be replaced by dic- 
tatorship and then by “A Divinely ap- 
pointed and directed government...” 


February 1941: Article by Howard 
Rand on the “Twilight of Democracy”’ 
asserts that “The present conflict is, in 
the plan of God, for the purpose of 
completely smashing democratic forms 
of government for all time! ... When 
the present conflict ends, democracies 
will be a thing of the past, never again 
to be restored as a form of human 
government.” 


May 1941: A complicated use of 
Biblical prophecy shows that settle- 
ment of the Ford labor trouble “should 
determine the future course of the 
elect nation for the divinely guided 
solution of our labor problem.” 


July 1941: Rand writes: “Under the 
harlot’s superintendence (the harlot 
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of Revelations) the Church of Rome 
puts forth blasphemous pretensions 
worse than Imperial Rome did in 
pagan days. The Pope is placed by 
the Cardinals in God's temple, and the 
Cardinals kiss the feet of the Pope. 
This is nothing else than paganism 
baptized and is blasphemous in the 
sight of God.” 


September 1941: “Union Now has 
as its objective the building of a great 
democracy in the federation of all 
democracies, lest they be scattered 
abroad and destroyed. But a union 
based upon the perpetuation of the 
present order is as certain to fall as 
the endeavor to establish a central 
government at Babel was followed by 
confusion and scattering abroad.” 


January 1942: The prosperity of 
the nation is dependent upon the great 
middle class, and the small, thrifty 
enterprises its members’ conduct. 
These are now being taxed out of ex- 
istence. However, this is in accordance 
with God’s plans, for it will result in 
the destruction of the Babylonian sys- 
tem of economics and, the ground hav- 
ing been cleared, will enable others to 
build the God-given economic system, 
“under which is promised perpetual 
liberty and freedom.” 


April 1942: In an article condemn- 
ing the government for condemning 
hoarding, it is stated that “a govern- 
ment that rewards shiftlessness and 
penalizes thriftiness is now moving to 
destroy foresightedness on the part of 
the thrifty.” 


May 1942: Commenting on the 
prospective Spring offensives in Rus- 
sia, “Destiny” says: “Reports of vic- 
tories emanating from Russian sources 
cannot be accepted as boding good for 
us simply because we have a sure 
word of prophecy that states other- 
wise. Is it possible that Russia and 
Germany are staging a gigantic hoax, 
enabling Russia to secure enormous 
supplies of material from us previous 
to revealing the most stupendous and 
far-reaching treachery the world has 
ever witnessed?” 


July 1942: Questioning the conduct 
of the war “Destiny” says: “Con- 
trolled economy, rationed sugar, gaso- 
line and many necessities yet to be 
added to the list; controlled business 
and the closing of many old and tried 
business concerns; destruction of pros- 
perity and the depletion of our store- 
houses as we turn our energy and 


work towards preparing goods for 
destruction.” 


The editor sharply criticizes the fact 
that men in war industry are asked to 
work on the Sabbath and that drives 
for collecting scrap metal and war 
stamps are also conducted on this day. 


; August 1942: “Destiny” continues 
its implicit criticism of the war effort 
and its negative attitude toward our 
role in the war. By attempting to 
place the responsibility for our mili- 
tary failures on the “evils” existing 
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among us. The editor conversely ap- 
proved Nazi victories. 


The rationing program is scored in 
an editorial as destroying morale. It 
claims: “There are no lengths to 
which our people will not go to win 
the war, but artificial and planned 
scarcities and needless rationing is 
doing everything else but strengthen 
the morale of the people.” 


In a strangely ambiguous editorial 
entitled ‘Investigation Needed,” “‘Des- 
tiny” repeats its previous pleas for in- 
vestigations of those who are behind 
“smearing campaigns.” 





IS THIS KIND 
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September 1942: In a savage, anti- 
Semitic editoria! entitled ‘‘Minorities 
and Persecution” Mr. Rand states: 
“Let us discard that sentimental non- 
sense which tends to bring immunity 
to those of any race residing among 
us in their acts of economic aggression 
just because we are sorry for the suf- 
fering of their people in foreign lands. 
Such are but taking advantage of our 
good will and are not worthy of our 
hospitality.” 


October 1942: Rand defines democ- 
racy and further elaborates: ‘‘Democ- 
racy in its fullest sense is the rule of 
the mob in which the political system 


is directly exercised or controlled by 


the people collectively; it is govern- 
ment by the people. ... A democracy, 
therefore, is a form of government in 
rebellion against God, being a govern- 
ment by the people in which the final 
court of appeal is public opinion.” 


November 1942: The question is 
asked “Would Defeat of Hitler End 
the War?” The answer given by 
“Destiny” is that the allies will fight 
amongst themselves after the defeat 
of Germany. Stress is placed on the 
futility of postwar planning, for the 
future of the world is in the hands of 
God. “Destiny” believes that Japan 
and not Hitler constitutes the greatest 
danger to the United States. 


January 1948: “Property is being 
taken and prosperity is rapidly van- 
ishing while the prying, inquisitory 
methods of bureaucracy reach into the 
privacy of individual homes and the 
lives of all our citizens and the end 
of it all is not yet in sight.” 


February 1948: The editor attacks 
fuel rationing with a cry that it is 
“penalizing the rich.” 


September 1943: A few significant 
quotes from an editorial: 


“True democracy is the predecessor 
of tyranny and suppression .. .” 


“Unknown to men, we are not fight- 
ing to make the world safe for any 
ism, democratic or otherwise .. .” 

“|. in the fight to preserve this 
seed-race, all vestige of tyranny and 
its spawning ground, democracy, will 
be swept away. Wrecking crews are 
busy, the old order is passing...” 


To give you more (and there is 
so much more) would be a tedious 
repetition of the same old story— 
just garbed in different religious 
trappings. 


* * * 


Analysis of the Facts 


You asked me to make a thorough 
investigation of this user of the mail. 
I have done so. The conclusions 
must be obvious. 


I not only repeat the original 
charges, but amplify them as fol- 
lows: 


1. The Ango-Saxon Federation is 
an un-American organization, which 
is working on the Nazi-Fascist the- 
ory of a master race. In order to 
gain control by a minority, it uses 
the device of partly concealed anti- 
Semitism as a political weapon. “Get 
’em to hate somebody or something 
and they won’t notice what we are 
doing.” 


2. Destiny Magazine uses religion 
as a cover-up to spread the poison 
of Disruption. It preaches under 
various cloaks: | 


a. Distrust of our government 
b. End of Democracy 

Right to rule of “a master race” 
d. Hatred of our fellow men 


e. Disunity, 
bigotry. 


chaos, intolerance, 


3. The Ango-Saxon Federation, 
Destiny Magazine, Howard Rand, 
A. S. Ackley and all others connected 
should be charged with 


a. Incitement to riot (talk of pog- 
roms and revolt against ra- 
tioning ) 


b. Interference with the war ef- 
fort (before and after Pearl 
Harbor). 


Section 33 (Title 50) of Criminal 
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Code defines as punishable only those 
whose willful statements are made 
with intent to interfere with the op- 
eration or success of the military 
or naval forces of the United States 
or to promote the success of its 
enemies. This Code enacted in 1917 
before printed psychological warfare 
was widely recognized—should be 
made to apply to the present situa- 
tion. The poison generated by Des- 
tiny and echoed by the less preten- 
tious hate sheets, surely and posi- 
tively spreads to the armed forces. 
It delays production. It aids the 
enemy. Freedom of speech is a 
sacred heritage of Democracy ... 
but when freedom of speech is de- 
liberately used to promote a foreign 
inspired conspiracy of disruption... 
it is time for a new interpretation! 


4. “Destiny” is a dangerous mag- 
azine. Its subscription appeals sent 
through the mails are in effect a 
fraudulent use of the mails. 


“Destiny” preaches that Democ- 
racy is doomed. On that point alone 
it labels itself un-American. 


“Destiny” preaches class hatred— 
pits religion against religion, race 
against race. Its practices are more 
despicable than most of the poison 
sheets, because “Destiny” hides be- 


hind the respectability of the word 
“religion.” 


it is the opinion of many respon- 
sibie people who have studied this 
case that “Destiny” is simply a front 
for a Fascist-minded group which 
wishes to aid larger and similar mind- 
ed groups seize power in the post- 
war period (either with or without 
the cooperation of the Nazi regime). 


It is the opinion of the same re- 
sponsible students of psychological 
warfare that the actual start of the 
alarming anti-Semitic campaign in 
this country can be traced step by 
step back to the originators of the 
Anglo-Saxon Federation. Study that 
sentence! 


I’m sorry that we have to discuss 
these things .. . especially anti- 
Semitism. But we do. The mails 
are being used to spread disruption, 
chaos, hate and disunity. Anti-Sem- 
itism is only one of the elements. 
It is important only because of the 
emphatic use of this “political 
weapon” by those who want to de- 
stroy us by disunity. It’s too bad, 
too, that the mails had to be selected 
as the best medium to spread the 


poison. That, I suppose, was in- 
evitable, because Direct Mail is 
selective. 


In Conclusion 


a. Every user of the mail (both 
in wartime and in the peace time to 
follow) should try to understand 
the campaign of disruption in the 
mail. A thorough understanding will 
teach mail users to write better 
copy, to be strictly truthful, to be 
accurate and convincing. Now and 
in the future all mail appeals must 
overcome the doubts concerning the 
truthfulness of printed messages 
created by the flood of poisonous 
propaganda. 


b. Let this be understood:— 
Please. I am not defending the Jews 
or any other segment of American 
life for any religious or financial rea- 
son. I have been accused of such 
motives. The truth is: I like Dem- 
ocracy. I don’t like intolerance. I 
don’t like to see the business I’ve 
followed (the mail) used to breed 
intolerance and to wreck Democracy. 
Especially . . . when I know that 
the whole intricate plan was en- 
gineered in Berlin. 


I have three sons in this scrap. 
I have a feeling of kinship with all 
the fathers of sons who are in the 
scrap ... whether they be white, 
colored, Jew, Protestant, Catholic, 
rich or poor. I’ll back up those sons 
with all I’ve got ... and I mean 
all I’ve got. 


Sincerely, 
HENRY HOKE. 





_|QUESTION ABOUT “UNDER 
COVER.” We quote from an inter- 
esting letter received from a busi- 
ness executive, and we will not get 
the name of the writer involved in 
the discussion. : 


I notice in The Reporter of Direct 
Mail Advertising that you mention per- 
sonal acquaintance with “John Carl- 
son” and as I am reading this book at 
the present time with great interest, 
I want to ask you one question: How 
can I be assured that Mr. Carlson is 
not doing the same thing that some of 
these other vipers have been doing in 
other directions? 


In other words, the book fascinates 
me and I know some of the people 
that he brings into the scope of his ob- 
Servation. I have found no place 
where I disagree with his appraisal in 
any of these instances. I do not be- 
lieve that there is any propaganda for 
any particular group in his approach 
to the general subject and when I say 
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that I do not believe it, I mean just 
that and I also mean that I do not 
want to believe it. 


On the other hand, there is such a 
tremendous amount of violation in 
these days of one of the Ten Com- 
mandments which says, “Thou shalt 
not bear false witness’”’ that I think 
you have to question me and I have to 
question you. 


Some day if you get a chance, just 
give me a personal slant on this. 


This is our answer. 


The question contained in your let- 
ter is very much in order. All of us 
who have been mixed up in this cru- 
sade are very conscious of the fact that 
we must be careful of the Command- 
ment—“Thou shalt not bear false wit- 
ness.” Carlson leaned over backward 
to be fair. I have personally gone 
through stacks of the notes on his in- 
vestigation and have seen much of the 
material that was not included in the 
book. In one particular case with one 


of the publications I mentioned in the 
last issue of The Reporter ...I wish 
Carlson had included all of the mate- 
rial he obtained. That would have 
saved me a lot of trouble in answering 
letters. 


Every statement in “Under Ccver” 
can be supported by evidence. In fact, 
it was necessary to prove every state- 
ment to the lawyers of the publisher. 


You are absolutely correct in saying 
that there is no propaganda for any 
particular group in Carlson’s approach. 
He is simply trying to give the truth. 
He is a courageous and patriotic fact- 
finder. 


“Certain interests” have been doing 
everything possible to suppress this 
book. ‘:‘housands of four-page letters 
are being mailed to book brokers, book 
stores and book dealers, threatening 
to bring suit if they continue to sell. It 
is the worst campaign of intimidation 
I have ever seen. But in spite of it, 
“Under Cover” is, in most cities, the 
best seller. 
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HOW ADVERTISERS ARE TYING-IN 


WITH ESSENTIAL WARTIME PROJECTS ® 


From now on THE REPORTER will publish each month, brief items 
commenting on the most noteworthy pieces of printed promotion sent 
to us by readers ... and which are tied in directly with one. or more of 
the essential wartime projects described in the Guide Book issued by 


Getting blood by Direct Mail. 
Sleuth Sam Gold of the Lignum- 
Vitae Products Corporation, Jersey 
City, N. J., reports that the Morris- 
ania unit of the American Women 
Volunteer Service has hit upon a new 
idea for getting donors for the Red 
Cross. We reprint for you the copy 
on the postcard being mailed. 


“Selective Service Board, 900 Grand 
Concourse. 


“Dear : We have suggested 
your name to the Morrisania units of 
the AWVS as a possible donor to the 
Red Cross Blood Bank. This is your 
opportunity to do your part in the 
war without carrying arms. Will you 
call at the AWVS, 67 E. 167th St., im- 
mediately, and make an appointment 
to give biood. Remember you just 
give your blood, others are giving 
their lives. If unable to comply with 
this request within five days, please 
contact the AWVS by letter. 





“Yours for Victory (signature illeg- 
ible).”’ 
* a * 
The New York Times is now using 
a unique and distinctive (for war- 
time) letterhead. 


It is printed on newsprint stock. 
At the bottom of each letterhead the 
following copy appears: 


“This is waste paper—salvaged from 
The Times pressroom. Its use as 
stationery saves manpower and critical 
material for the war effort.” 


a* * * 


Would your house magazine rate 
a window display? The Depictor, a 
house magazine published by and for 
Edward Stern & Company, Phila- 
delphia printers, was used as the 
feature display in one of Lord & 
Taylor’s show windows during 
August. 


So far as we know, this is the 
first time a department store has 
used a commercial house magazine 
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the Graphic Arts Victory Committee. 


in this manner. Lord & Taylor de- 
voted the window to the Red Cross 
and the current issue of The De- 
pictor is descriptive of the Red Cross 
Blood Plasma Drive. The combina- 
tion resulted in an effective Red 
Cross display. 


* * * 


Employe Thumbnail Shorts. If 
you want to see the first three 
pieces of a series of 12 little folders 
for inserting in employe payroll’ 
envelopes, write to H. A. Blodgett, 
President of the Brown-Blodgett 
Company, 1745 University Avenue, 
St. Paul 4, Minn. He will send you 
all the information about them, with 
samples of the first three and de- 
scriptions of the nine to come. In 
our opinion it is a fine job for syn- 
dication purposes. Each piece is 
aimed at a different objective, such 
as increasing production, increasing 
safety, decreasing absenteeism, etc., 
etc. We will be glad to see other 
examples along this line of effort. 


Most Glamorous War Book in the 
Last Few Months ... was issued 
by the Delco Products, Division of 
General Motors Corporation, Day- 
ton, Ohio. It is plastic-bound, 48- 
page and cover, 11” x 14”, giving the 


_history of the conversion of Delco 


Products from a commercial busi- 
ness to a war industry. The book 
was published primarily for the em- 
ployees who cooperated in making 
the conversion possible. The book 
was also designed to show the scope 
of subcontracting activities. It may 
not pass muster as part of the 
“paper stretch” campaign ... but 
it is a powerful and effective piece 
of printed promotion. 


Interdependence is the theme 
of a_ typewritten message fur- 
nished by Paul J. Mandabach of the 
Root - Mandabach Advertising 
Agency, 646 North Michigan Ave- 
nue, Chicago, Illinois, to all em- 
ployees for July 4th. It is worth 
reporting here . . . even though late. 
You may want to keep it for your 
idea file. 


The co-operation of everyone in our 
office is inspiring and on July 4th, In- 
dependence Day—I got thinking of an 
editorial I wrote some years ago “In- 
terdependence Day”. 


Interdependence this year means 
more than it ever did in the history 
of the world because we are all in- 
ternationally interdependent. 


Never before have people in business 
in America looked forward to future 
planning. Working on tomorrow’s 
problems instead of today’s— 


Never before have employees re- 
alized the importance of holding them- 
selves strictly accountable for the per- 
formance of their work to get results 
—without alibis for failure—taking 
every task and accomplishing it in the 
best manner. 


I like the way each one in our office 
is taking responsibility freely—in car- 
rying out their work. Weighing pro 
and con the values of and consideration 
for and against the alternative choices 
of ways of doing their work best. 


We want your ideas and suggestions 
as to how to do your work best—re- 
sourcefulness above the average rou- 
tine—using initiative even if you do 
make an unusual mistake—trying to 
eliminate mistakes—but still using 
initiative and— 


Remember, both Mr. Root’s door 
and mine are open to you at any time 
to hear your ideas of doing your work 
best—and discussing any change in 
policy—for as we progress so can you 
meet promotion. You are a part here 
as much as we the bosses are—we are 
all interdependent. 
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Other papers are scarce, but you can get quick delivery on any 
‘ amount of this kind. This War Bond drive has $15,000,000,000 as 
its goal, and that means an investment of $113.92 for every man, 
woman and child in America! Some folks can’t buy that much, so 
there’s greater responsibility upon every one of us who can. Now 
while we have the money is the time to finance this war. Let’s all 


put every available dollar of our incomes into War Bonds! 


BUY MORE THAN YOUR SHARE! 











THE CHAMPION PAPER AND FIBRE CO., Hamilton, Ohio 


e e MILLS AT HAMILTON, OHIO. .. CANTON, N. C. ... HOUSTON, TEXAS 
Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, Envelope 
and Tablet Writing . . . 2,000,000 Pounds a Day 


DISTRICT SALES OFFICES 
NEW YORK * CHICAGO * PHILADELPHIA * CLEVELAND * BOSTON « ST. LOUIS * CINCINNATI * ATLANTA 
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George Kinter, editor of Adver- 
tising Highlights, Publication Build- 


ing, Pittsburgh 22, Pennsylvania, 
clipped the ‘picture reproduced here 
(slightly reduced) from the Pitts- 
burgh Press and sent it to the editor 
with the following letter: 


You bemoan, with justification, the 
waste of paper in reprinting a govern- 
ment pamphlet because of an error in 
the listing of the sponsoring bureaus, 
but we wonder what possible justifica- 
tion you had in wasting paper to print 
the 4 col.x7” picture of the “Early 
to Bed” chorines displaying a lot of 
leg. 


The picture, which appeared in your 
August 26th issue, is certainly not es- 
sential to the war effort; it has no 
news value and we question its value 
as entertainment for any but the type 
that hangs around windy corners to 
get an eye full. 


We figure roughly, based on 200,000 
circulation, the paper required to carry 
this picture would amount to about 
500 pounds, and it probably appeared 
in many other Scripps-Howard papers. 


The Reporter of Direct Mail Adyer- 
tising has drawn our attention ‘to an 
article in the newspaper trade journal, 
“Editor and Publisher’, bewailing the 
waste of paper used for plant em- 
ployee publications, and while you 
may not be interested in Editor Henry 
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Hoke’s open reply, we are attaching it 
because it expresses our opinion prob- 
ably better than we could express it 
ourself. 


There is, of course, a tremendous 
waste of paper by some advertisers, 
and we have pointed this out from 
time to time in our little publication 
of very limited circulation, but we be- 
lieve that there is a still greater waste 
by editors who haven’t the courage to 
blue-pencil leg art and publicity for 
Hollywood glamour gals. 


Yours for more news 
and less leg art, 


_| CORDIAL CONTACT CARR... 
of Lutz, Florida, is still at it. Maybe 
you would all like to see his August 
letter. 


AND MEN LIKE YOU KNOW— 


September is a marvelous month to 
put promotional plans into actual op- 
eration. I mean the ones you've been 
mulling over in your mind all summer. 


You may have lost contact with 
your former customers because you 
felt you had nothing to sell them. 
Or found it difficult to keep delivery 
promises. 


It’s easy to understand why you felt 
that way. 


But, as a matter of fact, you’ve 
ALWAYS got something to sell. Your 
name, your company, your reputation 
and the good will it took years to 
build. 


The idea is gaining ground daily 
that the end of the war is in sight. 
I wouldn’t know. But men with better 
eyesight than mine say they can see 
a postwar world just over the horizon 
of hope. 


You can safely bet on one thing, 
however. The war won’t last forever. 
Some day, some time, sooner or later 
normal times will return. People will 
- on living, loving, laughing as be- 
ore. 


Yes sir, and they’ll go on buying, 
too! You’ll want them to go on buy- 
ing your product or service. Now is 
a swell time to start selling or telling. 


Of course, I may be a bit prejudiced, 
but I really believe my Cordial Con- 
tact Letters would be of greater help 
to you now than ever before. 


What do you think? Write and tell 
me, won’t you? 


Hopefully and helpfully, 
JACK CARR. 


IMPORTANT 


It’s time for the annual contest 
for the Fifty Direct Mail Leaders. 
So that there may be no break in 
the long chain of annual contests 
which have developed the finest Di- 
rect Mail Library in the world... 
the Direct Mail Advertising Asso- 
ciation is conducting the usual an- 
nual contest. We reproduce on the 
next four pages the announcement 
which gives all the rules and regu- 
lations. The Association has already 
received many entries. All of us 
realize that the entries this year 
will not be as elaborate as in the 
past. The entries will be judged 
not so much on appearance, glamour 
and eye appeal as on the effective- 
ness of the finished job in putting 
across an essential wartime project. 


There are many readers of 
The Reporter who should enter 
their work. Don’t feel hesitant 


about it. A simple, homespun cam- 
paign ... if well done ... is 
enough to place you in the running. 
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FIFTY DIRECT MAIL LEADERS CONTEST 


For Most Effective Direct Mail and Mail Order Produced 
Between September 1, 1942 and August 31, 1943! 


OPEN TO ALL USERS OF DIRECT MAIL 
AND MAIL ORDER 


{Membership in Direct Mail Advertising Association not a requisite | 


YOU ANRE INVITED to participate in the 
DMAA 1943 FIFTY DIRECT MAIL LEADERS’ Con- 
test for the valuable awards listed in this announce- 
ment. We want you, and every user of Direct Mail 


‘and Mail Order to submit the material you have pro- 


duced between the above mentioned dates for two 
important reasons: (1) to show how the powerful 
mediums of Direct Mail and Mail Order Advertising 
are being used during these critical times, and (2) to 
obtain for your efforts the recognition they deserve 
in the form of special awards by an impartial Board 


of Judges. 

Your campaign may be a simple one . . . or elabo- 
rate. Size of company or campaign will not influence 
the decision of the Judges. Material does not have to 
relate to the War effort .. . any Direct Mail or Mail 
Order material produced between September 1, 1942 
and August 31, 1943 is acceptable for entry. (Please 
read the following pages for full details.) 

All users of Direct Mail or Mail Order Advertising 
in all their forms are eligible. Remember, you don’t 
have to be a member of DMAA to enter this Contest. 


RULES ARE SIMPLE and very little effort is required to participate in this contest. Please 
read them, and every other word in this announcement carefully— 


1. First, fill in the enclosed entry blank and mail to the Direct Mail Advertising Association, 
17 East 42nd Street, New York 17, New York. 


2. We then send you complete instruction sheet and suggestions for your preparation of a 
portfolio to convey your campaign and story to the Judges of this Contest. 


3. You, as an entrant, then simply submit a Direct Mail or Mail Order effort produced be- 
tween September 1, 1942 and August 31, 1943 which you feel deserves recognition for its 
planning and effectiveness. 


4. Recognition of the FIFTY LEADERS, not more than an equal number of Runners-up, of 
Special Awards, and of Producers, will be given to those whose campaigns merit awards by 
the Board of Judges. Details of awards are outlined on page 3 of this folder. 


5S. Full publicity on, and display of all winning campaigns will continue all through next year, 
for the benefit of your company and in the interests of good advertising. 


JUDGING of the 1943 Firry Direct Mam 
LEADERS will be under the direction of Mr. E. D. 
Madden, Vice-President and Director, McCann- 
Erickson Advertising Agency, New York, who, 
with four other prominent, capable and im- 
partial collaborators, constitute the Board of 
Judges. They will base their decisions by rating 


your pieces or campaigns as follows: Direct Mail 
campaigns — (1) Results or Effectiveness, 25 
points; (2) Plan and Continuity, 25 points; (3) 
Copy, 25 points; (4) Design and Physical Ap- 
pearance, 25 points. Mail Order campaigns—(1) 
Results, 50 points; (2) Copy, 25 points; (3) 
Design and Layout, 25 points. 
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Whether a simple piece or complete campaign, 
series of letters or house magazines, Direct Mail 
or Mail Order—all are eligible for special awards. 
No limitations on purpose, either. Whether to sell 
or advertise merchandise; to reach dealer or con- 


sumer: to better public or employee relations; to 
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to secure desirable publicity for your product 
and your services. In winning a CERTIFICATE 
OF AWARD your campaign is stamped as an 
outstanding example of Direct Advertising. It 
will be viewed and studied by tens of thousands 
during the year. 

After the 50 Winners have been selected, they 
will be featured at special meetings held by 
advertising clubs and other local groups in the 
United States and Canada. And they will be used 
to illustrate talks on Direct Advertising during 


advertising and sales promotion classes in col- 


Wail Your Entry 


It is not too early to get started now, so that 
you will have ample time to submit your cam- 
paign in prize-winning form. Read the back of 
the entry blank, and then turn it over, sign your 
name and enclose your check for the small entry 
fee of $5. Send it to us immediately and we will 
forward you instruction sheet and full informa- 


tion to simplify your carrying out the few opera- 


increase production efficiency; to instruct, in- 
form, explain your Company’s part in the War 
Effort; or to tie in with any of the Government 
sponsored Victory Programs—all these purposes 
for which Direct Mail and Mail Order are logical 


mediums are eligible for this Contest. 


Opportunity bad 


leges, universities, business schools and special 
courses. 

With its background of educational purposes, 
the DIRECT MAIL LEADERS’ Contest is a big 
factor in the effort of the Association to empha- 


size the tremendous possibilities Direct Adver- 


tising offers and to encourage the increased use 


of well-planned, well-executed Direct Advertis- 
ing. (See the list of 1942 Winners on page 4.) 
This Contest will demonstrate the use of, and 
continued need for. WARTIME Direct Mail and 
Mail Order Advertising. 


Wstank Today eee 


tions involved. 
If there are any questions you wish answered. 
please communicate with DMAA headquarters. 
Cordially yours, 
Howard Korman, Chairman 
Contest Committee 
Direct Mar ADVERTISING AssociATION, INC. 
17 East 42nd Street, New York 17, N. Y. 





p u Don’t be the judge of your own Direct Advertising efforts. Your campaign does not have to 
" “"" be pretentious. Even a simple one can win a prize. Enter this Contest and have your material 
and its results judged by an impartial group. All material held in strictest confidence until Winners are 


announced. We hope you are one. The small effort invoived may bring you deserving recognition. 
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RECOGNITION OF WINNERS! 


Direct Mail Leaders Contest of 1943 
hy the 


Hlirect Mail Advertising Association, Inc. 


Awards for 50 Leading Campaigns, Out of all entries submitted, fifty campaigns will be selected as the FIFTY 
LEADING DIRECT MAIL OR MAIL ORDER CAMPAIGNS of 1943. The winners will receive special recog- 


nition in the form of the highly-prized DMAA Certificate of Award, carrying with it national recognition of 
outstanding achievement. 


Awards for Runners-Up., After the FIFTY LEADERS are selected, those campaigns that deserve honorable 
mention will receive Honorable Mention Certificates of Achievement in Direct Mail Advertising. 


Special Plaque Awards, As a further inducement to all entrants, there will be the following additional Vic- 
tory Plaque awards for campaigns of special merit selected from the FIFTY DIRECT MAIL LEADERS. 


Special Plague Awards... 


CONSUMER DIRECT MAIL PLAQUE... for “The Most Outstanding Direct Mail Cam- 


paign to Consumers.” 
HEALER EDUCATION PLAQUE... for “ Most Outstanding Dealer Educational Campaign.” 
EFFECTIVE LETTERS PLAQUE... for “The Most Outstanding Letter Campaign.” 


HOUSE ORGAN PLAQUE... for “Campaign Including the Most Effective Use of House 


Organs.” 


INDUSTRIAL DIRECT MAIL PLAQUE... for “Most Outstanding Industrial Direct Mail 


Campaign.” 
MAIL ORDER PLAQUE... for “Most Outstanding Mail Order Campaign.” 


SHOWMANSHIP PLAQUE... for “Most Effective Use of Good Showmanship in a Wartime 
Direct Mail Campaign.” 


Recognition of Producers. Special Certificates of Awards will be given to all Producers who are recognized by 
the Winning Advertisers as having played an important part in the production of such winning campaigns. 


~ Recognition Through Display. All Winning Campaigns will be prominently displayed by, and discussed in, 
local Direct Advertising Group meetings in all important cities throughout the United States and Canada dur- 
ing the latter part of this year and 1944, and at Advertising Clubs and Exhibits. Then they will be placed for 
permanent display with leading universities and colleges selected by the Board of Governors. All winning cam- 
paigns will also become a permanent part of the Direct Mail Advertising Association’s Research Library. 








HERE ARE THE 50 LEADERS WHU WUN 


HISTINGUIS TED HONORS IN 194e 


Appott LABORATORIES 
North Chicago, Hlinois 


ABERLE, INc. 
New York, New York 


AMERICAN ASPHALT Roor Corp. 
Kansas City, Missouri 


AMERICAN BANDAGE CORPORATION 
Chicago, Illinois 


AMERICAN CHAIN & CABLE COMPANY 
AMERICAN CaB_Le DIvIsION 
Bridgeport, Connecticut 


AUSTENAL LABORATORIES, INc. 
Chicago, Illinois 

AVIATION 
New York, New York 


BANKERS Trust COMPANY oF Detrott 
Detroit, Michigan 


Bue Network Company, Inc. 
New York, New York 


Tue Broapway-HoL_ywoop 
Hollywood, California 


THe CENTRAL MANUFACTURERS’ 
MuTuAL Insurance Co. 
Van Wert, Ohio 


Tue Cirark CONTROLLER COMPANY 
Cleveland, Ohio 


COLUMBIA BROADCASTING SYSTEM 
New York, New York 


Detroit Trust COMPANY 
Detroit, Michigan 


Tue Dopee CHemicaL Company 
Boston, Massachusetts 


Tue Eacre-Picuer Sates Company 
Cincinnati, Ohio 


EASTERN States FARMERS’ EXCHANGE 
Springfield, Massachusetts 


Tuomas A. Epison, INCORPORATED 
West Orange, New Jersey 


Esso Marketers, INc. 
New York, New York 


Hart ScHAFFNER & Marx 
Chicago, Illinois 


HercuLes Powper CoMPANY 
Wilmington, Delaware 


JarMAN SHOE COMPANY 
Div. oF GENERAL SHOE CorP. 
Nashville, Tennessee 


Koppers CoMPANY, AMERICAN 
HAMMERED Piston Rinec Drv. 
Baltimore, Maryland 


LiappeY-Owens-Forp Guass Co. 
Toledo, Ohio 


Merck & Co., Inc. 
New York, New York 


MuTUAL BROADCASTING SYSTEM 
New York, New York 


NATIONAL BROADCASTING COMPANY 
New York. New York 


NATIONAL INDUSTRIAL ADVERTISERS 
AssociaTIon, Inc. 
Chicago, Illinois 


NATIONAL WAR FINANCE COMMITTEE 
(Canadian Government) 
Ottawa, Ontario. Canada 


Navy LEAGUE OF THE UNITED STATES 
Washington, D. C. 


New EncLanp Coke ComMpPANy 
Boston, Massachusetts 


NEWSWEEK 
New York, New York 


NortH AMERICAN Rayon Corp. 
New York, New York 





Tue Penn Murtwat Lire Ins. Co. 
Philadelphia, Pennsylvania 


PHoentx Mertat Cap Co., INc. 
Chicago, Illinois 

REPUBLIC STEEL CORPORATION | 
Cleveland, Ohio 


St. Louts-SAn Francisco Ry. 
Frisco Lines Trar. Dept. 
St. Louis, Missouri 


SCHERING CORPORATION 
Bloomfield, New Jersey 


SERVEL, INc. 
Evansville, Indiana 


THe SHELBY SALESBOOK Co. | 
Shelby, Ohio 


SHELL Ort Company, Inc. 
New York, New York 


Tue SouTHERN New ENGLAND TEL. Co. 
New Haven, Connecticut 


SouTHERN STATES IRON Roor, Co. 

Savannah, Georgia | 
STANDARD O1L. Company (Indiana) 

Chicago, Illinois 
B. F. SturTEvANT Company, Inc. 

Hyde Park, Boston, Mass. 


SUCCESSFUL FARMING 
Des Moines, Iowa 





SyLvANIA ELectric Propucts Inc. 
SyLVANIA Rapio Tuse Drv. 
New York, New York 


TELAUTOGRAPH CORPORATION 


New York, New York 


Unitep Business SERVICE 
Boston, Massachusetts 


WuiteHeaD METAL Propucts CoMPANY 
New York, New York 








DECID 


now to enter your campaign for consideration this year. If you win you will re- 


ceive one of the handsome Certificates of Award which are given to those sub- 
mitting prize-winning campaigns. Additional recognition will go to special winners in the various 
classifications in the form of handsome Victory Plaques. Return entry blank today. It’s not too 


early to get started now. 








Write today for entry blank and direct all inquiries to 


DIRECT MAIL ADVERTISING ASSOCIATION 


17 East 42nd Street 





New York 17, N. Y. 

















WAC 


“have taken off Sith 


... put on KHAKI” 


But willingness to rough it and the quality 
of courage are not all that’s needed. How does 
the candidate for the Corps shape up for cleri- 
cal work, mess work, mechanics? Can she drive 
an ambulance, jeep, or 1%4-ton truck where 
the going is tough? 

She must be earnest, military, immune to 
“group giggling”. . . capable of taking orders 
and of giving them. Be able to make a “taut’’ 
army bed, clean barracks and police them, 
master basic infantry drill—all to the captain’s 
taste. 


International Mimeo Script and Duplicator 
are also “picked for the job” because they both 
give maximum-speed production for duplicating 
work. International Duplicator is ideal for gela- 
tine and spirit processes. They, too, can “take it”. 


INTERNATIONAL 
PAPER COMPANY 


220 East 42nd Street, New York, N. Y. 


PAPERS FOR PRINTING AND 
CONVERTING 


, Ps =_ | | / 
Do GOAT Jab. faa OUY War W {7 AA 








CHARLIE BINGER IS HOT 


In the May 1943 issue, we printed 
a letter from Howard Dana Shaw, 
636 South Walnut Street, West 
Chester, Penna., about the Direct 
Mail “Bunk” situation. Howard 
listed the following points or be- 
liefs: 1. That nobody reads a long 
letter. 2. That a personalized fill-in 
gets better reading. 3. That the 
grammar in a letter should be cor- 
rect. 4. That first-class postage 
gets better attention than _ third- 
class. 5. That appearance of paper, 
letterhead, and copy is important to 
results. 


Here’s copy of a letter sent to Mr. 
Shaw by Charlie Binger, The Reply- 
O Products Corporation, 150 West 
22nd Street, New York 11, N. Y. 


Dear Mr. Shaw: 


I protest, I protest your blanket 
analysis of direct mail as portrayed in 
your five commandments. If what 
you say is true, Mr. Shaw, we've been 
kidding a lot of our customers for a 
lot of years. 


A letter must be as short as it can 
be—agreed. But it must be long 
enough to tell a complete story. Any- 
thing left out by the advertiser for 
the sake of brevity will most as- 
suredly NOT be filled in by the pro- 
spective buyer. Our experience has 
been: No complete story—No sale. 


Our Reply-O-Letters have a fill-in, 
true. But not a personalized fill-in. 
No one would think, for even a mo- 
ment, that a Reply-O-Letter is a per- 
sonal letter. Yet, when tested against 
personalized letters with matched fill- 
ins, we rarely fail to pile up a plus of 
50% on our side! See enclosed letters 
from Penn Mutual Life, Connecticut 
Mutual Life, New York Times. 


In my humble opinion, the day has 
gone when a prospect will believe that 
the President of the Giant Manufac- 
turing Company takes time out to 
write to Mr. Zilch, asking him to try 
out their Thingamabob gadget. Peo- 
ple quickly recognize circular letters 
these days—some even resent it when 
the advertiser tries to make a form 
a look and seem like a personal 
etter. 


Re: first class mailing versus third 
class. We exploded this myth last 
Christmas by splitting a mailing of 
100,000 letters for one of our custom- 
ers, between third and first class. 
There was a difference of exactly one 
reply between the letters that had two 
and three cent stamps pasted on them, 
and the other half which had been 
postage-metered. (The odd one was 
in favor of the postage-meier.) 
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With your number 3 and 5 points, 
I have not the slightest quarrel. It’s 
really surprising to note how many 
letters one receives which are un- 
‘grammatical and poorly printed on 
‘low-grade stock. For some reason or 
other, the two seem to go together. 


I especially resent your blanket in- 
dictment against printers and agen- 
cies. Any direct mail man who is 
worth his salt thinks first in terms of 
what is good for his customer, and 
second of what is good for himself. 


Frankly, I don’t think you've been 
working with the right people. Were 
your direct mail in the hands of any 
one of a dozen people I could mention 
—including ourselves—you’d have a 
different idea of the direct mail in- 
dustry as a whole. 


Very truly yours, 


THE REPLY-O PRODUCTS 
CORPORATION 


Charles A. Binger 
President 


Reporter’s Note: O.K., Charlie 
... wWon’t reprint your samples, but 
glad to give publicity to your ideas. 
We've always been willing to string 
along with you because you were 
one of the “patent fellows” who 
didn’t go around threatening people 
—and you don’t take “patents” too 
seriously. Hurrah! — H.H. 


Sunshine for a Gloomy Day 


More power to you! You have done 
more to keep the stream of U. S. mail 
pure from the poisonous pollution of 
propaganda than any man in the 
country. 


You're not “harping” when you keep 
on exposing these anti-American pro- 
Nazi organizations—you're harpoon- 
ing the slimy serpents that infest the 
stream. 


Keep up the good work. You have 
the blessings of every right-minded 
American citizen. 


L. W. G., 
Winona, Minnesota. 


_|WHAT ABOUT AFTER THE 
WAR? Now that Victories are being 
announced from day to day ... more 
folks are asking us questions such 
as “What’s Direct Mail going to be 
like after the war?” or “Won’t there 
be a lot of changes in Direct Mail 
after the war?” 


Our replies are usually the same 
... and briefly, these are the points. 
Let’s not worry too much about 
after the war until the war is actu- 
ally won, and you don’t have to do 
too much worrying about Direct 
Mail being changed, or Direct Mail’s 
place in the advertising picture... 
because conditions are going to be 
very much the same, only more so. 


Direct Mail won’t change very 
much except to employ better tech- 
nique. All old successful appeals 
will be just about the same. People 
are still going to be people and will 
react about the same. We believe 
that the whole Direct Mail business 
will see the biggest boom in its his- 
tory. The only complication we can 
see is that the Graphic Arts indus- 
try will not be able to supply all 
the work that is demanded of it. 
Imagine all the new catalogs, in- 
formation booklets, hurry-up mail- 
ing pieces, dealer programs, mail 
selling campaigns which will mate- 
rialize as a result of industry going 
back to peacetime products, new 
homes, new household appliances, 
new automobiles, new pleasures. It 
is going to be a mad scramble. 


_| ONE FOR THE BOOK. The Presi- 
dent of A. Hollander & Son, Inc., 
143 East Kinney Street, Newark l, 
New Jersey, turned the tables on 
one of the purveyors of obstruction- 
ist propaganda ... and used Di- 
rect Mail to unseat the obstruction- 
ist from a place on the Board of 
Directors of the Hollander Cor- 
poration. 


An individual by the name of 
Criscuolo held a place on the Board 
of Directors. He also published 
“The Rubicon” ... which is well 
known among those who have in- 
vestigated and worried about ob- 
structionist propaganda. 


Michael Hollander, President, is- 
sued two well written booklets to 
the stockholders . . . outlining the 
entire case and asking for proxies 
for a special meeting of the stock- 
holders. 


We understand that the campaign 
was .. . a complete success. 


We are glad to add this excellent 
example of a peculiar use of Direct 
Mail to our files. 
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Today the printer should tell his 





customers how to do a job with less, and 

do it better—by using quality paper. 
More than ever, paper is part of the 
picture in the wartime task of selling 
merchandise... spreading important 


information... building post-war business 
.e«. making a good name better. 


Strathmore paper, by its expressive 


quality, always speaks with authority 
* 





Variety of texture and color adds 


drama to your story, opens many doors 


to new business. 





PAPER COMPANY 
WEST SPRINGFIELD, MASS. 











THE PAPER SITUATION 


It is still tight. But the program 
instituted by the Graphic Arts Vic- 
tory Committee for voluntary paper 
conservation is beginning to have 
its effects. Printers and lithogra- 
phers throughout the country have 
responded nobly. In many cities, 
there have been mass meetings of 
the people in the Graphic Arts busi- 
ness to discuss ways and means of 
helping the paper conservation pro- 
gram. In many places, users of 
printing, the printers’ customers, 
have jumped in to do their bit in 
the educational campaign. At the 
bottom of this item we are reprint- 
ing the “pledge card” being issued 
by the Graphic Arts Victory Com- 
mittee to its members throughout 
the country. Both producers and 
users of printed promotion are be- 
ing asked to sign these pledge cards 
and mail them to the Graphic Arts 
Victory Committee Headquarters. 
The purpose is . . . to show the offi- 
cials at the War Production Board 
that the producers and users of 
printed material are willing and 
anxious to help on a sensible con- 
servation program. Readers of The 
Reporter saw the complete program 
in our Report for July. Briefly 
stated, the three general rules 
should be: 


(1) You should order only paper you 
actually need for the jobs ahead. 
Don’t have unreasonable surplus 
inventories. If you buy too 
much paper at any one time, 
there might not be enough to 
go around. 


(2 


_— 


Order the quantities of printed 
pieces you actually need for a 
specific purpose. 


That is, keep your mailing lists 
in good shape so that there is 
no dead wood which causes 
wasted printed pieces; know 
exactly how many people should 
receive the material you must 
print. Don’t order too far in 
advance ... because of the pos- 
sibilities of changes in your re- 
quirements. 


(3 


~~ 


Be sure that every printed form 
or message is essential either to 
the successful prosecution of the 
war or to the maintenance of 
necessary civilian economy. 
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And the five specific ways for 
making Paper S-t-r-e-t-c-h are: 


1. By getting “the most” out of each 
sheet of paper. 


2. By using the lightest, practical 
weights and more readily avail- 
able papers. 


3. By using smaller sizes or by 
changing. formats. 


4. By conservation in the producer’s 
shop ... by reducing spoilage, 
waste and by improving the re- 
clamation of scrap paper. 


5. By eliminating waste in inven- 
tories and in distribution. 


We ask all readers of The Reporter 
to sign this “pledge” and mai! it 


‘to the Graphic Arts Victory Com- 


mittee. It would also be helpful if 
you would attach a letter stating 
what you are doing in your own 
way to make paper stretch. Please 
do this without delay. 


There is plenty of room for im- 
provement in paper conservation. 
Just recently this reporter was 
Shown a file of glaring examples 
of wastage in Direct Mail work. In 
peacetime, these pieces might have 
been considered as “prize winners” 
for ingenuity. The fact remains, 
however, that the paper situation in 
the United States is critical. We've 
all got to do our share to make it 
stretch. Everyone can get his share 
for all essential uses ... if he will 


help to practice intelligent conser- 
vation. 


Here are a few recent poor ex- 
amples: 


A broadcasting chain sends out the 
reprint of a one-page advertisement, 
but encloses that one-page reprint in 
an expensive thick weight cover folder 
with only one line of copy on the front 
page. One line of copy on the second 
page and the name and address on the 
last page. It was mailed in an ex- 
pensive envelope with a stiffener. 


A large business organization re- 
cently sent out a super-elaborate bro- 
chure with not much else in it but 
four-color processed pictures of the 
president, the reception room, the pres- 
ident’s office, the secretary’s office, the 
president’s secretary’s office and the 
research office ... with a number of 
pages blank. It required several as- 
pirin tablets to clear the atmosphere 
at Washington. 


A manufacturer of moving picture 
equipment mailed a two-page mimeo- 
graphed press release along with a 
proof of an advertisement to appear in 
a September publication. In order to 
keep the proof clean (or something) 
an 11” x14” thick and expensive stif- 
fener was attached to the press release 
and mailed in an over-sized envelope. 
Such obvious waste is bound to create 
criticism. 





A radio advertiser made a recent 
mailing containing an assortment of 
miscellaneous reprints. Two were re- 
prints of double page advertisements 
. - - reproduced on only one side of the 
sheet, where both could have been run 
on one sheet. Other pieces in the mail- 


(Continued on Page 19) 





Program Headquarters 


Address 





GRAPHIC ARTS VICTORY COMMITTEE 


17 East 42nd Street, New York 17, N. Y. 


* We have installeda PAPERS-T-R-E-T-C-H-E-R. 


* We have read the valuable Paper Conservation Program 
approved by W.P.B.— and we pledge to put this program 
into operation on every printing job for the duration. 
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(In Charge of Paper Stretching) 
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ing were reproductions of articles from 
magazines. These, too, were repro- 
duced on only one side of the sheet... 
when it would have been so easy to 
reproduce the four articles in a four- 
page folder which would make good 
use of all the paper necessary. 


Another peacetime prize-winning 
national advertiser recently made a 
mailing in an expensive portfolio 
jacket. The mailing carried color re- 
productions of three advertisements 

. each printed on one side of the 
sheet only. 


Another advertiser who won prizes 
for “trick mailings” in peacetime... 
just this month produced the same 
type of trick mailing, enclosed in an 
expensive cardboard box with gadgets 
inserted in cut-out pockets. If that 
advertiser knew how serious the card- 
board and packaging situation is, he 
would think twice before making such 
a mailing. 


Hope we don’t sound like a com- 
plaining old lady. Sure . . . we’d like 
to sit here and rave for endless 
hours about the fine, expensive Di- 
rect Mail passing over our desk. 
But there happens to be a war on. 
Some people just can’t get around 
to believing that the war actually 
affects us here in the United States. 
We haven’t been bombed. We 
haven’t heard the thunder of battle. 
“Why in hell shouldn’t I use all 
that I can get” is still a too preva- 
lent expression. 


We want to see the legitimate and 
essential uses of Direct Mail keep 
on... during these war times. We 
know enough about the situation to 
know that it can’t keep on unless 
everyone is willing to cooperate in 
a sensible conservation program. 
We ask all readers of The Reporter 


to do everything possible to do their 
share. 


_|A BOOKLET YOU WILL WANT. 
Our old friend Howard Hovde, for- 
merly of the University of Penn- 
Sylvania and now Consultant for, 
the Bureau of Foreign and Domestic 
Commerce, Department of Com- 
merce, Washington, D. C., tells us 
that a new booklet entitled “Adver- 
tising and Its Role in War and 
Peace” will be ready soon. It was 
compiled by Corrie Cloyes of the 
Division of Commercial and Eco- 
nomic Information. It is technically 
known as Industrial Series No. 5. 
There are 93 pages of packed-full 
information. Get your request in 
early by writing to Corrie Cloyes. 
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SELLING BY MAIL CUTS OUR TRAVELING 
—But now we can't keep up with 
the correspondence 


a ae < 
~ 





Promotion Man: “Look! To save traveling we’re doing our selling by 
mail. But now my desk is so piled with letters and inquiries that I can't 
handle them fast enough. And I can’t get new help. What am I 
going to do?” 





Free book shows how to 
handle mail faster 


You can’t afford delays in today’s 
correspondence. Unanswered letters 
irritate customers .. . delay de- 
cisions . . . upset office routines. 
So if your desk’s a junk heap—clut- 
tered with unanswered mail—you 
need Hammermill’s little book, 
“Very Promptly Yours,” written by 
business-author Robert E. Ramsay. 
: This book will help you answer 
Office Manager: “Here’s one thing you more letters, more promptly. it 
can do. Use the ideas in this Ham- suggests ideas for ses pot re 

: : that help speed up correspondence, 
mermill book our printer left today. ee Mig Prec Bt gt ae 
It shows how to speed up correspon- office. It shows how to establish 
dence, route mail promptly, organize 


filing procedures that produce needed 
files—how to answer today’s mail, information in a hurry. Send for your 
today.” 


copy today. Use coupon, or write. 


2 Sa ieee * Pa. ¥ 
ammermill Paper gsmeniegc free De PROMPTLY YOURS. 














my < | Please send, free, my copy of 
= scoccceesooeeseosorrr™ 
< e See a. TRON oe aaa ee 
i ——— aot 
be pa as sr elk Aas 
t eS pepe coe attach to your business letterhead ) 
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The Alpha and Omega of a Letter 


That is the description used by 
Charles R. Wiers when he sent us 
the following interesting corre- 
spondence. 





A few days back I received a let- 
ter from one of our most prominent 
correspondence supervisors reading 
this way— 


“Mr. Charles R. Wiers, Vice-President 
DeLong Hook & Eye Company 
Clearfield and 21st Streets 
Philadelphia, Pennsylvania 


Dear Mr. Wiers: 
Will you do me a favor? 


Most of our correspondents are still 
addressing their letters to some com- 
pany, Attention of Mr. John J. Jones. 
They are backed up in this by the local 
boss. 


Apparently they think I am some 
kind of a nut, when I tell them that 
the attention line is obsolete; that I 
am hopelessly unfamiliar with the fine 
old traditions of writing business let- 
ters, 


- Will you write me a short letter, 
stating first, your own opinion of the 
desirability of the attention line, and 
second, your impression of the general 
attitude of modern correspondence su- 
pervisors on the same subject. 


Thank you!” 


My answer to what has just been 
quoted is repeated below— 


I really see no more sense in the 
words—“Attention of”—as a part of 
a salutation than I do in the abbre- 
viation P. O. preceding that of a box 
number on an envelope. 


However, I believe there are good 
reasons for some kind of a saluta- 
tion, devoid of all superfluous stuff, 
in a letter intended for a particular 
individual, but addressed to the firm 
as seems to be the correct policy 
in the greater number of cases. 


Perhaps the best way to illustrate 
my point is to make you familiar 
with our policy. We want our let- 
ters ordinarily to reach a buyer’ or 
a merchandise manager, while in 
many cases we want them to be 
delivered to the president or some 
other officer of a company. 
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To enable us to accomplish such 
a result and in turn accord a fair 
degree of courtesy to the person 
we usually contact, we address all 
letters to the firm involved and then 
use a salutation like this—Mr. A. C. 
Smith, please. 


By doing this we assure the speedy 
delivery of our letter, after the mail 
has been sorted, to the man or wo- 
man for whom it is primarily in- 
tended. Were we to make use of 
a different plan, we would hinder the 
work of the sorter and make it nec- 
essary for him to slow up the de- 
livery until he could read our let- 
ter and determine who should re- 
ceive it. That, in a big organiza- 
tion, is far from being a cinch. 


It impresses me as bad taste to 
ignore a company and encourage 
the addressing of letters to indi- 
viduals. Were that to become a gen- 
eral practice, the company would 
soon lose much of its identity. 


It is my contention that the com- 
pany comes first, even though some 
of the men in it, be they smart or 
otherwise, entertain the fantastic 
notion that it would disappear from 
the picture without them. 


Dear Sir and Gentlemen are out 
of the window so far as we are con- 
cerned. It would evidence commend- 
able progress if they were out every- 
where. Occasionally, though, we do 
use some such salutation as Dear 
Mr. Jones, Good Friend, Friends or 
perhaps Dear Jim or Friend Adams. 


What I have said so far applies 
to dictated letters. Multigraphed 
letters, of which we may make a 
mailing of several hundred or thou- 
sand at one time, get no salutation 
of any kind. 


We usually try in the latter to 
raise the first four or five words of 
the first sentence so as to give it 
practically the same appearance as 
if a salutation had been used. And 
then a* times, we make use of some 
sort of a sentence in caps which 
may be described as an. attention 
getter. Wise is the correspondent 


who makes use of frequent changes. 
The one who acts to the contrary is 
sure to get into a hopeless rut where 
so many correspondents are repos- 
ing today without being greatly dis- 
turbed about the little they are do- 
ing in harmony with their oppor- 
tunities to make their letters more 
productive and always of a nature 
that increases the happiness and sat- 
isfaction of the man at the other end 
of the bargain whenever he receives 
them. 


We do no filling in of form let- 
ters. Of all the bunk inserted in 
letters, with the mistaken belief that 
it gets us somewhere, is that of kid- 
ding the recipient through the use 
of some fancy fill-in admitting of 
easy recognition. 


Next on the program is compli- 
mentary conclusions. Generally 
speaking I am against the whole 
outfit, particularly that frazzled one 
known as “Yours truly,” which has 
been worked overtime ever since 
Hector was a pup. We use no com- 
plimentary conclusions in the mill 
run of our letters, nor do we permit 
ourselves to be influenced by the 
crazy idea that all letters require a 
concluding paragraph. 


The particular letters to which 
such paragraphs are quite applicable 
are those calling for action to one 
degree or another. A promiscuous 
use of concluding paragraphs is 
proof conclusive that the dictator 
doesn’t know where or when to stop. 


Obviously I am not even intimat- 
ing that a complimentary conclusion 
should never be used. There is a 
time and place for such because good 
letter writing demands that we ad- 
just ourselves with reasonable com- 
pleteness and great care to the case 
we are handling and the person ad- 
dressed. 


As a rule, a complimentary con- 
clusion if used at all should dove- 
tail with our message, and be dic- 
tated the same as paragraphing, by 
the one who frames it instead of 
leaving it to a secretary to use the 
same old thing she has been applying 
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for several years to hundreds of 
cases on an indiscriminate basis. 


Charles R. Wiers. 


Reporter’s Note: Anything Charlie 
Wiers writes about letters is the 
Alpha and Omega as far as this 
reporter is concerned. He was one 
of the first advocates of the friendly 
conversational style. A letter from 
Charlie Wiers makes you forget your 
surroundings. You sit and listen to 
him talking to you. When all let- 
ters are like that, there will be no 
further use for The Reporter. We 
can then retire to our hoped-for 
farm. 


|GET YOUR REQUEST IN ... 
for a handbook called “Community 
Action for Postwar Jobs & Profits,” 
just released by Secretary of Com- 
merce Jesse Jones. Outlines prac- 
tical steps which local committees 
can take to strengthen their economic 
foundations in readiness for era 
which will follow victory. 


“Jobs & Profits” has been pub- 
lished in a limited edition for busi- 
ness and community leaders. Its 
72 pages, illustrated with over 100 
photographs, divides into two sec- 
tions. Following explanatory notes 
on local community programs, a 32- 
page section of guide sheets has 
been scored for convenient removal 
aS separate assignments to local 
leaders for the collection of basic 
data. Survey findings are projected 
into action recommendations by local 
groups. Chief Editor, photo-clipper 
and dummy-paster-upper was... 
our old friend Howard Hovde. 
Enough said! 


Requests for “Community Action 
Postwar Jobs & Profits” are in- 
vited from accredited business or- 
ganizations and business men. Man- 
agers of the Field Service, Depart- 
ment of Commerce, have both the 
original publication and _  supple- 
mentary material for distribution. 


| DON’T GET EXCITED. During 
recent weeks printers and users of 
the mail have been urged from va- 
rious quarters to bring pressure on 
their Congressmen in support of the 
so-called Burch Bill (HR2001). The 
bill provides for revoking the pres- 
ent privilege of government bureaus 
and agencies to send unlimited quan- 
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tities of material through the mails 
free. Our investigation reveals that 
after this Burch Bill was kicked 
around last February, the whole 
subject of the government use of the 
mail was referred to the Byrd Com- 
mittee in the Senate for investiga- 
tion and later reports. The claim 
is made that if government bureaus 
continue to use the mail free of 
charge, there might be higher postal 
rates. That argument is unsound. 


We are in favor of any plan that 
will give the Post Office credit for 
the mail which is carried free, but 
at the present time it would be fool- 
ish to cripple the government 
agencies with any involved system 
which might retard their work fur- 
ther. And if the subject is to be 
thoroughly analyzed and discussed, 
Mr. Burch should include in his bill 
some stipulation which would limit 
the at-present unrestricted use of 
the mail by members of Congress. 
You know! 
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“Vil be D----kgmph!” Cried 
Winifred the Welder 


“Lookie, Patsy, how easy the grit, dirt and fingermarks come off 0’ 
this instruction book with just a damp rag!” Yes, that cleanability 
partly explains the mounting sales of KROYDON COVER for heavy- 
duty hand books, trainees’ manuals, parts catalogs. But Kroydon is 
also very tough; it holds the staples or threads; folding strength with 
or against grain comes from extra long fibers in the stock. Its glossy 
ripple surface both sides makes “work and turn” forms O. K. 

And, take it from Winifred or Patsy, Kroydon’s hobnailed hardi- 
hood takes nothing away from its fine aristocratic looks, 


Specimens, Samples? Ask your printer 
or paper man (Kroydon’s a national 
brand), or write us at the mill. Holyoke 
Card and Paper Company, Springfield, 
Massachusetts. 


Eight colors now available 
(six went to war). 
Two weights. 
Regular finish mildly ripple. 
Special finishes in moderate quantities. 


“Tough asa Hifipio” 


Companion cover lines by ''The Cover Paper Mill’’ 


TWILTEX LEATHERCRAFT 


DURATEX WOODTONE 
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ITHE WAR ON THE HOUSE 
MAGAZINE FRONT. In the last 
issue we reported that the War De- 
partment had issued an order pro- 
hibiting the further publication of 
any employee house magazine in 
Ordnance Plants. This brought a 
storm of protest ... mostly from 
employees who liked being able to 
keep in touch with all the activities 
of their plant. We now understand 
that the War Department has backed 
down .. . but slightly. 


The latest order reads that em- 
ployee publications may be issued 
if they are not produced at govern- 
ment expense (that is, the employees 
can pay for them out of their own 
funds). 


But the War Department insists 
that the following rules be followed: 


(1) Only one publication can be 
issued at any one plant. 


(2) Publication must be on a 
monthly basis and not exceed 8 
pages, 11” x17” for each issue. 


The War Department blames the 
paper and manpower shortage for 
these reguiations . . . but this re- 
porter is inclined to agree with the 
War Production Drive Headquarters 
that employee house magazines are 
a very essential part of the home 
front activity. They build morale. 
They increase production. They cut 
down absenteeism. They increase 
safety. They sell War Bonds. 


Attacks on house magazines have 
been hot and heavy during recent 
months. We have our own personal 
opinion of where these attacks orig- 
inate. And while we are on the 
subject . . . we suppose that all of 


you have heard that the War De- 
partment also stopped publication 
on the very effective house maga- 
zine entitled “Fire Power” which 
went to thousands of ordnance work- 
ers in the plants producing war 
goods for both the Army and Navy. 
This step was also blamed on the 
paper shortage. However, the lat- 
est news is that the Navy did not 
like the discontinuance of “Fire 
Power.” They have taken over the 
publication and it will be revived 
very shortly under the guidance of 
the Public Relations Department of 
the Navy. 


Hurrah for the Navy, we say. 


_]MORE PULP. We suppose all 
of you know that there is a con- 
certed drive on to increase the pro- 
duction of pulp, in order to help 
the paper shortage problem. If you 
are interested in tying-in with this 
campaign in your own area, you 
can obtain a manual of suggestions 
for advertisers by writing either to 
Edward R. Place, War Production 
Drive Headquarters, Municipal 
Building, Washington, D. C., or the 
Newspaper Pulpwood Committee, 
370 Lexington Avenue, New York 
City, for a copy of the August 1, 
1943, US Victory Pulpwood Cam- 
paign. 


_|“PLAN POSTWAR JOBS—NOW” 
is the title of a new 36-page 8%” x 
11” booklet issued by the Commit- 
tee for Economic Development, Suite 
3311, Department of Commerce 
Building, Washington 25, D. C. 


If you are interested in postwar 
planning (and who shouldn’t be), 
write to Anthony Hyde, Director of 
Information, at the above address 
and get yourself a copy. 


When the war ends, we shall all 
be faced with the biggest employ- 
ment problem in our history. The 
Committee for Economic Develop- 
ment was started by Paul G. Hoff- 
man, President of The Studebaker 
Corporation (we’ve mentioned this 
organization before). Part of the 
program is to stimulate private 
business, on a company-by-company 
basis in each community to plan 
now for postwar employment. At 
the present time there are more 
than 700 community  organiza- 
tions and the Committee hopes to 
reach most of the 2,000,000 busi- 
ness men who employ one or more 
persons. The program seems sound 

. and the Committee is empha- 
sizing that postwar planning must 
not be allowed to interfere with the 
war work. We advise all readers of 
The Reporter to study the program 

. and watch for further develop- 


ments. 


_|ANOTHER GOOD DIRECT 
MAIL ARTICLE is reported by 
our New Jersey Sherlock (Gold) 
Holmes. The August 19th issue of 
Hardware Age, 100 East 42nd 
Street, New York, on page 100, 
carried a very informative article 
by William Cayton entitled “Direct 
Mail Promotions Bring Results Un- 
der War-Time Conditions.” 
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instant—best time for your sales letter to get across 
its selling punch. Ask for samples and prices. 


TENSION ENVELOPE CORPORATION 


$45 HUDSON ST. NEW YORK CITY Telephone CANAL 6-1670 
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PURPOSE 





THE REPORTER 




















Current Birth Lists 


National in Scope 


HENRY W. JAEGER 


512 Fifth Avenue, New York, N. Y. 
PEnna. 6-7878 





CLASSIFIED ADS 


Rates, 50c a line—minimum space, 3 lines. 
Help and Situation Wanted Ads—25c per 
line—minmum space 4 lines. 








ADVERTISING AGENCIES 


TESTED IDEAS for newspaper, maga- 
zine, trade publication advertisers, Pub- 
lishers’ rates. Martin Advertising Agency, 
171P Madison Ave., New York. Est. 1923. 


EQUIPMENT 


SAVE HALF on Mimeographs, Multi- 
graphs, Typewriters. Write for list of 
other bargains. Pruitt, 69 Pruitt Bldg., 
Chicago. 


MULTIGRAPHS, MIMEOGRAPHS, Fold- 
ing Machines and Attachments — Sold, 
Bought, Traded-In and Repaired. Write us 
your requirements. Chicago Ink Ribbon 


Co., 19 S. Wells St., Chicago, Il. 

















AUTOMATIC POST CARD DUPLICA- 
TOR. Prints 3,000 per hour at a cost of 
5c per 1,000. Simple to operate. Guar- 
anteed. Price ‘$9.50. Literature Free. 
L. M. McEwen, Dept. RP., 507 E. Trade 
St., Charlotte 2, N. C. 





LETTERHEADS 


“EXCELLENT” says Printers Ink about 
“Letterhead Design and Manufacture,” by 
Fred Scheff, 225 pp. 84%xll. 125 Letter- 
heads. Mail $5.00 to Fredericks Co., 68 
Nassau St., N.Y.C. Money refund guarantee. 








MAILING LISTS 


MAIL ORDER BUYERS; Women, Men, 
Juvenile. Actual cash Book BUYERS, not 
inquirers. Lists rented. envelones address- 
ed. Successfully used by leading mailers, 
Complete data on request. Address: Suite 
901, 54 W. 17th St., New York City. 








MULTIGRAPHING SUPPLIES 


RIBBONS, INK AND SUPPLIES for the 
Multigraph, Dupligraph and Addressograph 
Machines. We specialize in the re-manu- 
facturing of used ribbons. Chicago Ink 
Ribbon Co., 19 S. Wells St., Chicago, III. 








SPECIAL 





IF YOU LIKE THIS ISSUE ... and if 
you are not a regular reader of The Re- 
porter, you will be doing yourself a big 
favor by subscribing now. Know what is 
going on in the Direct Mail field by fol- 
jowing this monthly digest of Direct Mail 
Ideas. If you are a subscriber . . . how 


about showing this copy to a friend? Sub- 


scription Rate $3.00; Special Two-Year 
Rate $5.00. The Reporter, 17 East 42nd 
St., New York 17, N. Y. 





[])MORE DOPE ON THE COLOR 
SITUATION. It is about time we 
had another- argument about color 
psychology . . . so here’s the latest 
information passed along by Her- 
bert Kaufman of the General Print- 
ing Ink Corporation, New York City. 


When the ears are exposed to a loud 
clamour, red colors :appear to grow 
dim, and green and blue colors are 
seemingly enhanced in brightness. “It 
may be safely inferred that stimula- 
tion of any sense organ influences all 
other sense organs- in their excit- 
ability.” 


Again, strong odors have a similar 
effect, the eye being less sensitive to 
red and more to green. Sulfate of 
quinine on the back of the tongue also 
bolstered the red. sensation and de- 
pressed the green, 


Human response to color, like so 
many other things, apparently has 
something to do with the glands. At 
least, science is beginning to recog- 
nize that color has quite tangible ef- 
fects upon the body and not solely on 
the eye and.emotions. If heat de- 
presses red. sensations and enhances 
greens and blues, then maybe we are 
getting pretty close to an understand- 
ing of market preferences for cool 
light tints in spring and summer, and 
for rich warm hues in fall and winter. 


Incidentally, Herbert Kaufman has 
just released the second edition of 
his “Wartime Clinics in Print.” Cur- 
rent issue is devoted to the sub- 
ject, “When the War Ends” and cov- 
ers the problem of industry and ad- 
vertising in the postwar period. It 
is well handled throughout and well 
worth writing for. 


_} WHEN THE POST OFFICE in- 
stituted the zone number system, 
the postmaster at Worcester, Mass., 
received some unusual cooperation. 
The Davis Press, Inc., approached 
the Worcester County Trust Com- 
pany with a good idea ...a book- 
let explaining the new zoning sys- 
tem and a directory giving the zone 
numbers of all the streets in Wor- 
cester. About 70,000 copies were 
printed and distributed throughout 
the Worcester territory. Copies were 
also sent to other post offices in 
order that incoming mail might also 
benefit from the postal unit system. 
Tne Worcester County Trust Com- 
pany rendered a real public service 
and at the same time received a lot 
of permanent remembrance adver- 
tising. 











Dear Sir: 
Think of it! 
traveling bag for only $6.95. 


A genuine leather 


ARE YOU REACHING 
THE RIGHT PEOPLE? 


For your next mail promotion use a list 
of right people . . . people who are 
known to be buyers of products and ser- 
vices similar’ to your own. We don’t 
own lists but we do know where to get 
them . . . 2000 privately owned lists— 
more than 80 million names—are regis- 
tered with us and available on a rental 
basis. Cost is low—service is fast. Tell 
us the people you want to reach—we'll 
make suggestions without obligation. 


D-R SPECIAL LIST BUREAU 


(DIvISION OF DICKIE-RAYMOND, INC.) 


80 Broad Street Boston, ‘Mass. 
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FOR RENT! 


275,000 Mail Order Names 
That Are Guaranteed to 
Produce for You! 


GUARANTEED 
RESULTS 
ON OUR 

MAILING LIST 


We have a list of 275,000 names 
which has invariably produced good 
results for mail order advertisers. 


We invite you to test this list — 
and will make complete refund of the 
rental bill on your say-so that the test 
did not pan out. 


What can you lose? Our fall and 
winter schedule of rentals is now 
being made up. Make arrangements 
for your test now! 


LEONARD E. DAL NEGRO 
Advertising Director 


Book Give-Away Plan 


80 WILLOUGHBY STREET 
BROOKLYN, N. Y. 
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_|IF YOU WANT TO GEAR YOUR 
ADVERTISING COPY to the Third 
War Loan Drive be sure to write 
to the War Finance Division of the 
Treasury Department, Washington 
Building, Washington 25, D. C., and 
ask for a copy of the “Retailers War 
Program September Calendar.” If 
you haven’t already received this 
piece, it will show you how the re- 
tailers are tying-in and you can 
certainly find plenty of adaptations 
for Direct Mail work. 


_|GREAT MINDS, ETC. DEPART- 
MENT. It’s funny how identical 
ideas pop up at the same time. 
Paper stretching has always been 
a headache word in the paper busi- 
ness. A “paper stretcher” has al- 
ways been a joke in the printing 
business. 


But with the emergency in the 
paper supply situation, the Graphic 
Arts Victory Committee Planning 
Division made “Paper Stretching” 
the theme of its project folder for 
conserving paper. 


When the news leaked out in ad- 
vance about it (before the folder 
had been produced), Floyd Triggs 
of the Riegel Paper Corporation, 342 
Madison Avenue, New York, showed 
this reporter the final artwork on 
an advertising folder he had been 
working on for months. The title 
(with appropriate cartoons) said 
“Boy, Get Me A Paper Stretcher.” 
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~| ABOUT LETTERHEADS. We like 
the copy on a card used by The 
McCormick - Armstrong Company, 
1501-11 East Douglas, Wichita 1, 
Kansas, to mail specimens of their 
latest letterhead creations. The good 
suggestions should be passed along. 


LETTERHEAD S 
Really Do a Selling Job! 


Today, more than ever before, your 
letterhead must represent you and 
your business to most’of your out-cf- 
town customers. And, like any other 
representative you send out, it should 
present an always pleasing appearance 

. and should tell a sales story. 


There are several reasons why it is 
well to consider revision and modern 
streamlining of your letterhead now. 
Among them, these, for instance: 


1. Travel curtailment increases the 
sales value of good letterhead rep- 
resentation. 


- A modern, attractive letterhead 
stands out and gets attention above 
the ordinary run-of-mail variety 
that comes over nearly everyone’s 
desk nowadays. 


. The war has brought about many 
changes in personnel, hence an at- 
tractive letterhead may gain new 
and valuable acquaintanceships for 
your business. 


. Postal delivery zones have been es- 
tablished in many cities by the Post 
Office Department. Letterheads 
should be revised to include this 
information in order to avoid de- 
lays in delivery of your mail. 


THE OTHER SIDE 


Dear Henry: 


May I congratulate you on your 
swell piece, “So You Don’t Believe It!” 
in your July issue. It is exceedingly 
well done and should create a most 
favorable reaction. 


May I suggest that you follow this 
by something of a more affirmative 
character in which you might show 
a spread of industry and business 
house organs that are doing a really 
constructive job, instead of a destruc- 
tive job? In this category I would 
naturally suggest showing SHIPS, 
PLANE TALK, STEEL FACTS, SO- 
HIOAN and other publications of a 
similar character. 


After all is said and done, Henry, 
you have shown only one side of the 
picture. Why don’t you show the other 
in a more favorable light? 


Cordially yours, 


HARRY BOTSFORD, 
HILL and KNOWLTON, 
Empire State Bldg., N.Y. 


Reporter’s Note: Hell’s bells, 
Harry ... I have been trying to show 
the constructive work with 
praise each month for the fine work 
being done by House Magazine Ed- 
itors and others who tie-in with the 
war projects. With OWI budget 
crippled . . . nearly the whole counter- 
propaganda effort must be carried 
forward by private industries’ print- 
ed promotion. I publicize the bad 
ones—to show how important it is 
for good ones to keep going. 





_|GOOD HAND OUT CARD. Here is’ copy that appeared on a little yellow 
card which reached our desk. It is a good idea and should be adopted more 
generally. We can’t understand, however, why the Advertising Club did not 
specify more clearly just what are the Tri-Cities. 





Kill that Rumor! 





1. Will it hurt morale? 


or labor? 


of the rumor. 





Test the story you just told me against the following points: 


2. Does it make you distrust your government, business, 
(Divide and Rule is Hitler’s policy.) 


. Does such a rumor tend to discredit our Allies? 


. Who would benefit most by spreading the rumor— 
our enemies or the United States? 


If the story won’t pass this test, don’t repeat it. And the 
next time you hear one like it, pass this card along instead 


ADVERTISING CLUB OF THE TRI-CITIES 


THE REPORTER 
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